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Abstract
Recently digital items (e.g., avatars) have been widely used by people in virtual communities
(VC) and online games. Some Internet companies generate revenue from sales of digital
items to their customers. Sales of digital items provide revenue for Internet companies and
VC providers who are suffering from lack of a profitable business model. However there is a
lack of understanding about people’s digital item purchase and usage. This study examines
why people pay for digital items from the self-presentation perspective, by focusing on online
identity, based on social identity theory. The findings show that the presentation desire of
online identity leads to intention of purchasing digital items. The results show the
significance of online group norm and online group involvement in enhancing the
presentation desire from the online social identity perspective. This study also identifies the
significance of interaction effects between personal innovativeness and online group
involvement in enhancing the presentation desire from the online personal perspective. These
findings help to advance theory and offer practical insights in the context of Internet business
and VC.
Keywords: Online identity, digital item, presentation desire, virtual community
Introduction
Most Virtual Community (VC) providers as well as many Internet companies suffer from
lack of a profitable business model. The challenge for VCs is to generate and increase
revenue from sources other than advertising. A recent revenue generation method is through
sales of digital items to VC members (Kang and Yang 2006). Digital items (e.g., avatars,
clothes and hats for the avatar, digital wallpapers, background music, and weapons used in
online games) are online products which can be employed by users for representation and
articulation and as a multipurpose platform in the online space. Cyworld.com is a
representative success case with its unique and profitable business model based on the sales
of digital items in the context of VC. Cyworld.com has developed several digital items (e.g.,
avatar, clothes, hats, shoes, furniture, pets, wallpapers, music, and works of art) with prices
varying from US$0.2 to US$1 each. Members can buy these to decorate their web blogs.
Most of the digital items have life spans varying from one week to one year. Upon expiry,
members need to re-purchase. According to Cyworld.com, it had around 13 million members
in 2004 and made an average of US$200,000 in sales each day by selling digital items.
Cyworld has further expanded its business from Korea (www.cyworld.com) to US
(us.cyworld.com), Japan (jp.cyworld.com), China (www.cyworld.com.cn), and Taiwan
(tw.cyworld.com). Similar to Cyworld.com, many VCs and Internet companies (e.g.,
MySpace (www.myspace.com), Friendster (www.friendster.com)) have started developing
digital items and some of them (e.g., NeoPets (www.neopets.com), Habbo
(www.habbo.com.sg)) have started selling digital items for generating revenue.
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While Cyworld.com clearly illustrates a new and profitable business model, people’s digital
item purchase and usage behaviors have not been explained. This study aims to examine the
purchase behavior of people in online groups from the self-presentation perspective, by
focusing on online identity, based on social identity theory (Turner et al. 1987). Social
identity theory explains that people have self-presentation desire and buy products for the
presentation. Specifically, this paper seeks answers to two research questions: (1) what
factors motivate the intention of purchasing digital items in the online space? and (2) how do
the factors affect the purchase intention?
This study would contribute to the electronic commerce literature in a number of ways. First,
this study proposes a new focal construct, online identity, for studying sales of digital items
which are used to present online identities. Second, it develops a conceptual framework of
presentation of online identity. The framework explains people’s digital item purchase and
online self-presentation behaviors. Third, this study enhances our understanding about the
digital item purchase behavior based on its empirical testing. Fourth, it offers practical
insights for Internet companies by explaining what factors affect the intention of purchasing
digital items and how the factors are related.
Conceptual Background
From interviews with more than 50 users of Cyworld.com, we identified the desire to make a
positive self-presentation to a group audience as the main factor driving digital item
purchases. For this reason, we are going to discuss and examine how a person self-presents
himself or herself to a group and how it is linked to digital item purchase behavior from the
social identity theory perspective.
Self-concept and Self-presentation
A person’s self-concept is made up of a personal identity and a social identity (Ashforth and
Mael 1989). Social identity theory further explains that a person has multiple levels of selves,
including “personal” and “social” levels (Turner et al. 1987). Personal identity is the
categorization of the self as a unique entity, distinct from other individuals (Baumeister
1998). It involves attributes, skills, beliefs and so on specific to the individual. Personal
identity thus derives from self-knowledge of an individual’s personality traits and a belief in
the uniqueness of the self. When personal identity is salient, individual beliefs, and motives
influence behavior (Stets and Burke 2000).
Social identity is an individual-based perception of what defines the group. It is a person’s
knowledge that he or she belongs to a social category or group. Social identity thus serves to
identify oneself as part of a group as well as to distinguish oneself and the group from other
groups. When people’s social identity is activated, people come to see themselves more as
exemplars of a social category, and collective forces influence behavior (Turner et al. 1987,
Verkuyten and Hagendoorn 1998). However, personal and social identities are not mutually
exclusive.
Self-concept leads to self-presentation, the activity in which people negotiate and express
their identities by behaving in ways or acquiring objects that convey certain types of roles
and personal qualities (Leary 1995, Schlenker 1980). Self-presentation is motivated by the
avoidance of censure and the seeking of positive evaluation or relationships with others
(Laurenceau et al. 1998, Leary and Kowalski 1990, Taylor and Altman 1987). Thus, self-
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presentation is seen as “tied to the identity of the particular [social or personal] self being
presented, to the norms of the audience and its power of sanction” (Spears and Lea 1994).
In relation to personal identity, self-presentation is used to selectively and deliberately
convey one’s own impression (Erickson 1996). Thus, an individual is motivated to self-
present in two ways (Döring 2002): (1) to make a good or preferred impression to unfamiliar
people and (2) to supplement the impression an individual makes on familiar people.
Regarding social identity, group members are likely to adapt their behavior to the
expectations of the group and in line with the group norm (Barreto and Ellemers 2000). As
the level of involvement in a focal group increases, a group member is also more likely to
embody the group prototype (Hogg and Terry 2000). Thus, group members are motivated to
self-present to make impressions similar to those in the same group (Barreto and Ellemers
2000; Leary and Kowalski 1990).
For self-presentation done in the offline context, people make use of proximal objects (e.g.,
physical possessions) and other observable effects (e.g., bodily enactments and physical
performance) (Schau and Gilly 2003). There are some differences in self-presentation
between personal identity and social identity. Presentation of personal identity in the offline
context is conducted mainly through linguistics including vocabulary, grammar and accent
(Ekman and Keltner 1997), behavior, clothing, possession, and hobbies. Presentation of
social identity in the offline context is primarily through association with others, such as club
memberships, sports team affiliation, and the groups that one belongs to. However, self-
presentation online will be conducted in different ways, which will be discussed next.
Online Identity and the Presentation
Identity is often characterized by one’s personality traits, interpersonal characteristics such as
the roles and relationships one takes on in various interactions, the skills one possesses, and
one’s personal values or moral beliefs (Calvert 2002). It would be difficult to explain how
one person is different from others without using identity. In the offline context, there is an
inherent correspondence of one physical body to one identity (Donath 1998). Self-
presentation of identity in the offline context is also affected by many factors beyond our
control, such as age, race, and gender.
The Internet provides a new context for identity exploration, offering more anonymity and
flexibility. An identity established online, named as online identity in this study, is not
necessarily tied to the offline identity. For example, one person can establish a very active
and cheerful online identity while having a different offline identity characterized by shyness.
It would also be easy to establish and change one’s online identity while it would be very
difficult to establish and change one’s offline identity. In addition, it takes less time and effort
for the self-presentation of online identity while it takes a lot of time and effort relatively for
the self-presentation of offline identity. Same as the self-concept consisting of personal
identity and social identity in the offline context (Ashforth and Mael 1989), online identity
may consist of online personal identity and online social identity.
Online identity leads to online presentation. In establishing their online identities, people
would want to present a desired impression and image to others online. Online image is the
opinion or concept of the identity that is held by the public in the online space. There could
be two main approaches in expressing one’s online identity: textual communication and
symbolic communication. In textual communication, linguistic cues (e.g., language intensity
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and lexical diversity) and paralinguistic cues (e.g., typographical marks and emoticons) could
be used to form the online image in cyberspace (Jacobson 1999). Textual communication can
also be synchronous, like chatting, or asynchronous as in message boards (Suler 2002). In
symbolic communication, presentation of online identity is supported by digital items (e.g.,
avatar). Digital items are like physical possessions and functions as tangible symbols of
identity. Thus, an individual’s digital items portfolio is part of his image (Schau and Gilly
2003).
However, presentation of online identity is constrained by the online representations
constructed by interactive systems. For example, people can use different features such as
avatar, music, photo, and message board for presenting their online identities only if the
interactive system enables them. Especially, for the presentation of online personal identity,
an individual may need to use any of the mediums (e.g., blog and message board) which can
show his or her accomplishments, characteristics, and unique things. The presentation of
online social identity can be exemplified by the online groups one belongs to as well as the
digital signs and digital symbols that point to an affiliated identity like logos or a sports team
color.
Conceptual Framework
Based on the above discussion, we develop a conceptual framework of presentation of online
identity, as shown in Figure 1. As explained previously, self-concept which consists of
personal and social aspects leads to self-presentation (Leary 1995, Canary et al. 2003). To
establish online identities from a personal perspective and a social perspective, people must
first have a desire to present their identities because desire is one key driver of human
behavior (Maslow 1943). Based on the desire, people may find the means for self-
presentation online. Presentation desire of online identity motivates people to purchase and
use digital items to make preferred impressions. This study, however, does not consider the
actual presentation of online identity. By developing a research model in next section, we will
further discuss the relevant factors and their relationships.
Figure 1: Conceptual Framework
Research Model and Hypotheses
The research model is shown in Figure 2. From the personal perspective of self-concept, an
individual’s personality traits affect the establishment of identity (Baumeister 1998). This
study selects personal innovativeness as a personality trait because it is a good indicator of
how likely an individual is to try out new ideas and new things (Hirschman 1980). Personal
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innovativeness is defined as the degree to which an individual is receptive to new ideas and
makes innovative decisions (Midgely and Dowling 1978). Personal innovativeness is related
to the seeking of new and stimulating experiences (Venkatraman 1991), which leads to desire
to present online identities, Hence, we hypothesize:
H1: Personal innovativeness has a positive effect on the presentation desire of online
identity.
Regarding the social perspective of self-concept, social categorization leads to the formation
of one’s social identity (Turner et al. 1987). Categorizing oneself as a group member moves
the self-concept closer to the focal group. It involves the assimilation of the self to the group
norms, which may include perceptions, attitudes, feelings, and behaviors (Hogg and Terry
2000). For self-categorization, this study identifies online group involvement as one factor
responsible for initiating and managing the self-categorization process and helping to
establish one’s online social identity. Following the concept of group involvement (Havitz
and Dimanche 1997), this study defines online group involvement as a state of motivation,
arousal or interest toward a focal online group. The more attached an individual is to a
group, the more he or she will value social interactions with the group, which increases the
person’s desire to project an online identity consistent with the group (Rice et al. 1990;
Schlenker 1980). Hence, we hypothesize:
H2: Online group involvement has a positive effect on presentation desire of online
identity.
Figure 2: Research Model
The social perspective asserts that people as group members tend to adhere to group norms
(Barreto and Ellemers 2000). Group norms specify what group members are expected to do
(Turner 1985, Madrigal 2000). Digital social identity influences one’s self-presentation
behavior through online group norms (Terry et al. 1999). Hence, we hypothesize:
H3: Online group norm has a positive effect on presentation desire of online identity.
People assimilate themselves with the social identity of a specific group as their level of
involvement in the group increases (Hogg and Terry 2000). As the level of involvement
changes, the effect of personal innovativeness on self-presentation would change. Online
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group involvement would thus moderates the effect of personal innovativeness on the
presentation desire of online identity. Hence, we hypothesize:
H4: Online group involvement moderates the relationship between personal
innovativeness and presentation desire of online identity.
Group members tend to adhere to the norms (Barreto and Ellemers 2000). An increased level
of group involvement increases the individual’s susceptibility to influence by group norms
(Ashforth and Mael 1989; Sassenberg 2002), and desire for greater similarity with the group
(Stotland et al. 1961). Online group involvement thus moderates the effect of online group
norm on presentation desire of online identity. Hence, we hypothesize:
H5: Online group involvement moderates the relationship between online group norm
and presentation desire of online identity.
To satisfy the presentation desire of online identity, people are more likely to use digital
items to create diverse impressions and images. Digital items function like physical
possessions as symbols of identity (Dittmar and Pepper 1992, Thompson and Hirschman
1995, Schau and Gilly 2003). People can get digital items from their online group providers.
For example, if a VC provider sells digital items then people may buy them for self-
presentation (Cass 2001, Kang and Yang 2006). Hence, we hypothesize:
H6: Presentation desire of online identity has a positive effect on the intention of
purchasing digital items.
Research Methodology
Instrument Development
We adopted existing validated scales wherever possible. The scales and their sources are
shown in Table 1. The questionnaire employed the seven-point Likert scale (1 = strongly
disagree, 7 = strongly agree). We conducted a series of pre-tests to examine and validate the
survey instrument. Before data collection, two Information Systems researchers and one
marketing researcher reviewed the instrument and checked its face validity. In addition, the
questionnaire was reviewed in a focus group of 10 Cyworld users.
Data Collection
We chose Cyworld.com in Korea as the context of our study. Cyworld.com members can
visit other members’ mini-hompies (i.e., blogs). 500 mini-hompies (ranging from very well
decorated to barely decorated) were randomly selected. We left a survey invitation message
with the URL of the survey web site in the guestbook of each mini-hompy. The owners and
visitors of the 500 mini-hompies could read the invitation message and participate in the
survey. As incentive, we paid each participant about US$2 worth of Cyworld.com currency.
A total of 217 complete and valid responses were collected over two weeks. Respondent
characteristics are shown in Table 2.
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Table 1: Measurement instrument
Construct Item Wording Reference
PIN1 The probability that I would consider buying
digital items from this online group provider
within the next six months is high.
PIN2 My willingness to buy a digital item from this
online group provider within the next six months
is high.
Purchase
intention
PIN3 The likelihood of my purchasing a digital item
from this online group provider within the next
six months is high.
Dodds et al.
(1991)
PRN1 I want to enhance my online image in this online
group.
PRN2 I want to establish an online image for myself in
this online group.
PRN3 I want to project a desirable impression with my
online image in this online group.
PRN4 I want to present what I want with my online
image in this online group.
Presentation
desire of
online identity
PRN5 I want to give a good impression about myself to
others with my online image in this online group.
Self-developed
INN1 I like to experiment with new ways of doing
things.
INN2 I like to try new and different things.
INN3 I often try new things before my friends do.
Personal
innovativeness
INN4 I am usually among the first to try new things.
Joseph and
Vyas (1984);
Oliver and
Bearden
(1985)
INV1 Participating in this online group is one of the
most enjoyable things I do.
INV2 Participating in this online group is important to
me.
INV3 Participating in this online group is pleasurable to
me.
Online group
involvement
INV4 Participating in this online group means a lot to
me.
Kyle et al.
(2004)
GNM1 My friends in this online group think that I should
manage my online image here.
GNM2 My friends in this online group think that I should
present myself here.
Online group
norm
GNM3 Many people in this online group think that it is
important to manage our online images here.
Taylor and
Todd (1995)
Data Analysis and Results
Confirmatory Factor Analysis
We assessed the constructs for convergent validity and discriminant validity via confirmatory
factor analysis (CFA) using LISREL. In CFA, the measurement model is revised by dropping
items which share a high degree of residual variance with other items (Gefen et al. 2000). We
dropped the third item of personal innovativeness (INN3) which shared a high degree of
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Table 2: Respondent Characteristics
Demographic variable Data
Female 122 (56.2%)Gender
Male 95 (43.8%)
< 20 31 (14.3%)
20 – 29 142 (65.4%)
30 – 39 39 (18.0%)
Age (years)
(mean = 24.6, s.d. = 6.7)
> 40 5 (2.3%)
Middle/High school student 28 (12.9%)
Undergraduate/Graduate student 69 (31.8%)
Professional 98 (45.1%)
Housewife 7 (3.2%)
Profession
Others 15 (6.9%)
Cyworld experience (years) Mean (s.d.) 2.6 (1.5)
Purchase experience (times) Mean (s.d.) 11.3 (13.1)
Internet experience (years) Mean (s.d.) 7.5 (1.9)
Number of responses 217
residual variance with INN1, INN4, and GNM3. Convergent validity was then checked using
three other criteria. First, the standardized path loading of each question must be statistically
significant and greater than 0.7 (Gefen et al. 2000). Second, the composite reliability (CR)
and the Cronbach’s  for each construct must be larger than 0.7. Third, the average variance
extracted (AVE) for each construct must exceed 0.5 (Fornell and Lacker 1981). As shown in
Table 3, the standardized path loadings were all significant and greater than 0.7. The CR and
the Cronbach’s  for all constructs exceeded 0.7. The AVE for each construct was greater
than 0.5. Hence, the convergent validity for the constructs was supported.
Table 3: Results of Convergent Validity Testing
Item Std. Loading t-value AVE CR 
GNM1 .80 13.50
GNM2 .91 16.30
GNM3 .77 12.83 .69 .87 .92
INV1 .84 16.69
INV2 .78 17.46
INV3 .90 17.43
INV4 .89 17.85 .73 .91 .95
INN1 .84 14.96
INN2 .78 13.40
INN4 .89 16.46 .70 .88 .88
PRN1 .92 17.74
PRN2 .95 18.78
PRN3 .90 17.15
PRN4 .92 17.55
PRN5 .82 14.73 .82 .95
.96
PIN1 .90 17.10
PIN2 .96 19.12
PIN3 .97 19.53 .89 .96 .96
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Discriminant validity of the measurement model is checked by comparing the squared root of
AVE for each construct with the correlations between that construct and other constructs. If
the squared root of AVE is greater than the correlations between that construct and other
constructs then it indicates discriminant validity (Fornell and Larcker 1981). As shown in
Table 4, the squared root of AVE for each construct exceeded the correlations between that
construct and other constructs. Hence, discriminant validity was established.
Hypothesis Testing
To examine the main effects, we examined the structural model based on the cleansed
measurement model. We added four control factors (age, gender, Internet experience, and
computer self-efficacy) to the structural model. We first applied the following indices and
standards to assess model fit (Hair et al. 1998): normed 2 (2 to degree of freedom) lower
than 3.0, root mean square of approximation (RMSEA) lower than 0.08, root mean-square
residual (RMR) lower than 0.05, goodness-of-fit index (GFI), comparative fit index (CFI),
and normed fit index (NFI) greater than 0.90, adjusted goodness-of-fit index (AGFI) greater
than 0.80.
Table 4: Descriptive statistics and correlations
Mean (s.d.) GNM INV INN PRN PIN
GNM 5.08 (1.22) .83
INV 4.33 (1.52) .31 .85
INN 5.24 (1.28) .21 .29 .84
PRN 4.71 (1.42) .44 .64 .32 .91
PIN 4.73 (1.68) .32 .50 .25 .57 .94
Note: Leading diagonal shows the squared root of AVE of each construct
The structural model had good fit indices except for GFI (see Figure 3). GFI (0.87) was
below the recommended threshold, but AGFI was 0.83, which is above the cut-off value of
0.8. These results suggest that the structural model adequately fits the data. The standardized
path coefficients could then be used for testing the hypotheses. Personal innovativeness (H1),
online group involvement (H2), and online group norm (H3) had significant effects on the
presentation desire of online identity, explaining 55 percent of the variance. Presentation
desire of online identity (H6) and computer self-efficacy had significant effects on intention
of purchasing digital items, explaining 40 percent of the variance.
Figure 3: Standardized LISREL solution
normed 2 = 2.01, RMSEA = 0.061, Std. RMR = 0.037, GFI = 0.87, AGFI=0.83, CFI = 0.98, NFI = 0.96
(*: p < 0.05, **: p < 0.01, ***: p < 0.001, ns: insignificant at the .05 level)
Online group
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Online group
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Personal
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Presentation
desire of
online identity
0.12**
0.57***
0.26***
0.42***
0.32***
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To examine the moderating effects of H4 and H5, we conducted moderated multiple
regression analysis. Moderated multiple regression first tests the relationship between
independent constructs and the dependent constructs. Thereafter, the relationship between
interaction terms and the dependent construct is tested (Stone and Hollenback 1984). The
significance of the change in F value signals that there is a significant change in explanatory
power between the two steps and is indicative of the presence of moderating effects.
The independent constructs were entered in the first step of regression (Model I) and the
interaction terms were added in the second step (Model II). To alleviate possible collinearity
problems, the values of interaction terms were centered during regression (Aiken & West
1991). As summarized in Table 5, the change in R2 value between the two steps of regression
was 0.05 (F = 18.82, p < 0.001), indicating that the outcome of the interaction terms testing
could be interpreted. Thus, there is significant interaction effect between online group
involvement and personal innovativeness (H4) while there is insignificant interaction effect
between online group involvement and online group norm (H5).
Table 5: Moderated regression results
Standardized coefficientVariables
(Criterion = Presentation desire of online
identity)
Model I Model II
Personal
innovativeness (INN)
.11* .09
Online group
involvement (INV)
.53*** .56***
Predictors
Online group norm
(GNM)
.26*** .27***
INV * INN - .17*Interaction terms
INV * GNM - -.12
R2 .05Comparison between
model I and model II F 18.82***
Discussion
Discussion of Findings
There are several interesting findings in this study. Presentation desire of online identity has a
significant effect on the intention of purchasing digital items in the context of online group.
Presentation desire of online identity takes the role of key motivator of actual self-
presentation online according to the role of desire in human behavior (Maslow 1943). People
are more likely to use digital items for the presentation of online identity in the online space
because digital items have advantages in presenting diverse impressions and online images,
from the symbolic communication perspective. However, presentation of online identity is
constrained by the digital representations available or constructed in interactive systems. This
study thus found that computer self-efficacy regarding the use of the interactive system (i.e.,
how to use digital items for online self-presentation) has significant effect on the purchase
intention as expected by Bandura (1994).
Presentation desire of online identity is influenced by self-concept from both personal and
social perspectives. From the social perspective, group involvement and group norm have
significant effects on the presentation desire. From the personal perspective, personal
innovativeness has significant main effect on the presentation design. Personal
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innovativeness as a personality trait also has an interaction effects with online group
involvement on presentation desire. Online group involvement leads to the perception of
higher group activity importance (Gahwiler and Havitz 1998) and signals more time and
effort for the group. Therefore, high involvement compels people to direct their innovative
traits to a greater desire to self-presentation.
However, there is no significant interaction effect between online group involvement and
online group norm on the presentation desire of online identity. The explanation can be traced
to the respondents’ experience at the focal online group. They have participated in and
experienced the online group for 2.6 years on average. During that long period, they might be
fully exposed to the online group norm, which impels them to behave in accordance with the
norm regardless of their level of online group involvement.
Limitations and Future Research Direction
The results of this study must be interpreted in the context of its limitations. First, the data for
this study was collected from a single VC. It would be useful to replicate this study across a
variety of online communities and groups so that the robustness of the results could be
established. Second, this study did not consider any country-specific issues such as Internet
infrastructure and culture. Future studies could consider country-specific issues in developing
such a unique and profitable online business model. Third, while this study examines online
identity, we did not empirically measure and compare the differences between online identity
and offline identity. Future studies could examine the differences between them.
Implications
This research offers several implications for theory and practice. From the theoretical
perspective, this study emphasizes the importance of online identity and its corresponding
presentation desire. Self identity theory explains that a person’s self-concept consists of
his/her personal identity and social identity, incorporating their characteristics and behavior
(Ashforth and Mael 1989; Turner et al. 1987, Stets and Burke 2000; Verkuyten and
Hagendoorn 1998). The Internet has provided a new context for identity exploration. It has
been posited that one can have as many electronic personas as one has time and energy to
create in the online space (Donath 1998). An identity established online is not necessarily tied
to the identity of same person established offline. This study thus proposes a new construct,
online identity, to represent the identity established online and explain the self-presentation
behavior online.
This study explains through the conceptual framework how online identity as a self-concept
leads to the presentation of online identity. While the concept of self-presentation had been
studied in other fields (Ashforth and Mael 1989; Baumeister 1998; Turner et al. 1987;
Verkuyten and Hagendoorn 1998), this is one of the first studies which examined it in the
context of electronic commerce and virtual community. Especially, this study has explained
the role and usage of digital items in the presentation of online identity. Compared to offline
self-presentation, presentation of online identity is constrained by the digital representations.
This study has thus examined how the presentation desire of online identity leads to the
intention of purchasing and using digital items.
From the practice perspective, this study shows how Internet companies can generate revenue
from selling digital item, which can be used for presenting online identities. It highlights
people’s desire to self-present online and their intent to purchase digital items. Hence, it is
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definitely worthwhile for a provider of online group or VC to invest in efforts that can
enhance the presentation desire of online identity of its members. This study also shows that
self-efficacy as well as the presentation desire of online identity has significant effect on the
intention of purchasing digital items. Internet companies that are considering the
development of similar business model should develop the interactive systems so that people
can easily find, buy, and use digital items.
For enhancing the presentation desire of online identity from the personal perspective, this
study suggests that Internet companies should target recruiting people who have innovative
characteristics. Internet companies could consider allowing them to try digital items for the
self-presentation online for free at the beginning of the business. For enhancing the
presentation desire of online identity from the social perspective, this study suggests that
Internet companies should make an effort at enhancing their members’ online group
involvement and enhancing online group norm. Regarding online group involvement, Internet
vendors could consider facilitating group activities and social network management. There
are several factors which can affect the formation of commitment to the online groups such as
satisfaction and usefulness of the groups (Sumeet and Kim 2007). Regarding online group
norm, there is an issue of how to get the desired behavior to be accepted as such in the first
place. Before member presentation behaviors can be affected by the online group norm, there
must be sufficiently many people in the online group using digital items to present their
online identities. For this reason, Internet companies can consider promoting the presentation
of online identity and the use of digital items. For example, Cyworld.com distributed digital
items as gifts to some members (e.g., opinion leaders, small group leaders, and active
participants), to help create the desired group norm.
Conclusion
Recently digital items have been widely used in VCs (e.g., MySpace, Friendster, and
Cyworld) and online games (e.g., WorldWarCraft and NeoPets). However, most VC
providers and many Internet vendors have suffered from lack of a profitable business model.
Cyworld.com has shown that VCs can generate revenue from selling digital items to their
members. This study has examined why people pay for digital items in the context of VC by
focusing on online identity, and developing a conceptual framework of online identity
presentation based on social identity theory. This study highlights the significance of
presentation desire of online identity as a factor leading to the intention of purchasing digital
items. This study identifies the significance of online group norm and online group
involvement in enhancing the presentation desire from the online social identity perspective.
This study also identifies the significance of interaction effect between personal
innovativeness and online group involvement in enhancing the presentation desire from the
online personal identity perspective. These findings help to advance theory and offer practical
insights in the context of Internet business and VC.
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